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Abstract 

 

Social media has become a key channel through which performing arts venues communicate 

with audiences, reshaping how young people access information and engage in arts and 

cultural activities. However, limited research has examined how specific social media 

marketing characteristics influence youth audiences’ participation motivation. This study 

investigates the effects of social media marketing characteristics on young audiences’ 

motivation to participate in performing arts activities in central Taiwan. A questionnaire 

survey was conducted among individuals aged 18–29 who had attended activities organized 

by performing arts venues in central Taiwan. A total of 217 valid responses were collected. 

Entertainment, interactivity, trendiness, and word-of-mouth were examined as dimensions of 

social media marketing characteristics, while participation motivation comprised exploration 

and learning, social belonging, cultural identity, and emotional regulation. Structural equation 

modeling was employed to test the proposed relationships. The findings indicate that social 

media marketing characteristics significantly and positively influence youth audience 

participation motivation. Among the four dimensions, trendiness exerted the strongest effect, 

followed by entertainment and word-of-mouth, whereas interactivity showed a comparatively 

weaker influence. These results suggest that young audiences particularly value social media 

content that reflects current trends and popular topics. This study contributes to research on 

youth audiences and social media marketing and offers practical implications for content 

planning and audience engagement strategies in performing arts venues. 
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Introduction 

 

With the widespread adoption of information technologies and the diversification of content 

platforms, social media has become an important channel through which performing arts 

venues interact with their audiences. Compared with traditional one-way promotional 

approaches that primarily emphasize information dissemination, social media places greater 

emphasis on real-time interaction, content style, and emotional connection. Through 

continuous content management, performing arts venues are therefore able to cultivate long-

term relationships with audiences and strengthen brand engagement. As digital natives, 

young audiences have also experienced changes in both their social media use and patterns of 

participation in arts and cultural activities. Rather than relying primarily on face-to-face 

contact or traditional information channels, young audiences increasingly use social media 

platforms to obtain information, express opinions, and share experiences. Social media has 

consequently become an important component of the audience participation process in arts 

and cultural activities. Within this context, understanding how social media content 

influences young audiences’ motivation to participate has become an important concern for 

performing arts venues and arts organizations. 

 

However, previous studies on arts audiences have largely focused on the participation 

behaviors and consumption characteristics of existing audiences. Comparatively limited 

attention has been paid to young audiences’ information acquisition patterns and participation 

motivations within digital media environments. As Generation Z increasingly emerges as an 

important cultural consumer segment, its social media practices and patterns of cultural 

consumption warrant further investigation. To examine the influence of social media on 

young audiences’ participation in arts and cultural activities, this study focuses on a 

performing arts venue in central Taiwan. In recent years, the venue has actively employed 

social media for program promotion and brand management, while continuously engaging 

young audiences through diverse activities. These characteristics make it a meaningful and 

representative setting for empirical investigation. 

 

This study examines the relationship between social media marketing characteristics and 

young audiences’ motivation to participate in arts and cultural activities. Specifically, it 

investigates the effects of entertainment, interactivity, trendiness, and word-of-mouth on 

youth audience participation motivation, as well as the relative influence of these 

characteristics. The findings are intended to provide a reference for performing arts venues in 

developing social media management and audience engagement strategies. The objectives of 

this study are as follows: 

1. To examine the effects of social media marketing characteristics, including 

entertainment, interactivity, trendiness, and word-of-mouth, on young audiences’ 

motivation to participate in arts and cultural activities. 

2. To compare the relative effects of entertainment, interactivity, trendiness, and word-

of-mouth on young audiences’ motivation to participate in arts and cultural activities. 

3. To establish an analytical framework linking social media marketing characteristics 

and youth audience participation motivation, thereby providing a reference for 

performing arts venues in planning social media management strategies. 



 

 

Literature Review and Hypothesis Development 

 

Recent studies have increasingly examined the influence of social media platforms on the 

performing arts sector (Lobodenko et al., 2022; Xu, 2022). These studies have explored the 

practical applications of platforms such as Facebook, Instagram, and Twitter in arts and 

cultural marketing, indicating that their distinct functional characteristics enable them to 

assume different roles in brand exposure, audience engagement, and information 

dissemination. This suggests that platform positioning is closely associated with the selection 

of appropriate marketing strategies. The following section focuses specifically on social 

media marketing and young audiences. 

 

Social Media Marketing Characteristics 

 

To systematically examine the effects of social media on consumer psychology and behavior, 

Kim and Ko (2012) identified five social media marketing characteristics that may shape 

consumers’ emotional engagement with brands and behavioral intentions: entertainment, 

interaction, trendiness, word-of-mouth, and customization. Collectively, these characteristics 

describe how social media content can foster brand-related emotional involvement and 

influence subsequent consumer behavior. These five characteristics are described as follows:  

1. Entertainment captures the degree to which social media content is enjoyable, visually 

appealing, and emotionally engaging. 

2. Interaction reflects the opportunities available for users to engage in two-way 

communication with a brand through activities such as commenting, liking, and 

sharing. 

3. Trendiness concerns the extent to which content reflects current trends and aligns with 

the cultural context of young audiences. 

4. Word-of-mouth denotes the ability of content to encourage audience discussion and 

facilitate further dissemination. 

5. Customization concerns the extent to which content is tailored to audience 

characteristics or delivers personalized value. 

 

These five dimensions provide a useful framework for examining consumers’ preferences for 

and responses to social media content and have been widely applied in research on brand 

marketing, consumer behavior, and cultural marketing (Tsai et al., 2022; Wee, 2017). By 

conceptualizing the relationships among social media, brands, and consumers, this 

framework also offers a relevant perspective for investigating how performing arts venues 

engage young audiences through social media. 

 

However, customization is excluded from the present study because performing arts venues 

generally face practical constraints in delivering highly personalized social media content to 

individual audience segments. Accordingly, the study focuses on four social media marketing 

characteristics—entertainment, interaction, trendiness, and word-of-mouth—as its primary 

analytical dimensions. These dimensions provide the basis for the subsequent development of 

research hypotheses and for examining their effects on young audiences’ motivation to 

participate in arts and cultural activities. 

 

Young Audiences’ Motivation to Participate in Arts Activities 

 

Previous studies have defined young audiences differently depending on their research 

objectives and sampling criteria, with age ranges generally spanning from 18 to 39 years. 



 

 

Some studies emphasize individuals who have reached legal adulthood and possess relatively 

greater economic independence and capacity for participation in cultural activities (Chang, 

2015; Li, 2009; Liu & Chen, 2013). Other studies draw on the theory of Generations to focus 

on Generation Z, a cohort that has been profoundly influenced by digital media (Lobodenko 

et al., 2022; Wee, 2017). As this study investigates whether young audiences’ participation in 

cultural activities is influenced by social media marketing, the target population should 

include those most substantially affected by social media. Accordingly, this study defines 

young audiences as individuals aged 18 to 29. 

 

Young audiences represent a potential cultural consumer segment and an important target 

group for audience development in recent years (Lobo & Bhat, 2022). Compared with other 

age groups, their motivations for participating in arts and cultural activities tend to be more 

diverse and characterized by a stronger inclination toward active engagement. Their 

motivations extend beyond artistic appreciation and knowledge acquisition to include social 

interaction, self-expression, emotional regulation, lifestyle experiences, and value-based 

identification (Liu, 2023). Therefore, a comprehensive understanding of young audiences’ 

participation behaviors requires an examination of relevant motivational theories. Beard and 

Ragheb (1983) proposed the leisure motivation theory, which identifies four dimensions of 

leisure participation motivation: intellectual, social, competence–mastery, and stimulus–

avoidance motives. This theory emphasizes the diverse needs and purposes that individuals 

pursue through participation and provides an important foundation for understanding 

motivations for engaging in arts and cultural activities. 

 

In addition to leisure motivation theory, Self-Determination Theory (SDT) offers another 

important perspective for explaining participation behavior. Deci and Ryan (1985) 

categorized individual behavior into three motivational orientations: intrinsic motivation, 

which is driven by personal interest or self-fulfillment; extrinsic motivation, which is 

influenced by external incentives or social expectations; and a motivation, which refers to the 

absence of clear motivation or direction. SDT further emphasizes the psychological needs for 

autonomy, competence, and relatedness during participation. These needs correspond closely 

to young audiences’ emphasis on self-identity, value resonance, and community participation. 

 

Drawing on leisure motivation theory, Self-Determination Theory, and previous studies of 

young audiences, participation in arts and cultural activities involves not only knowledge 

exploration but also social interaction, cultural identification, and emotional needs. 

Accordingly, this study categorizes young audiences’ motivation to participate in arts and 

cultural activities into four dimensions: 

1. Exploration and learning motivation reflects the desire to acquire new knowledge, 

experience the arts, accumulate aesthetic experiences, and appreciate performances. 

2. Social belonging motivation captures participation with friends, family members, or 

partners to foster interpersonal relationships and emotional connections. 

3. Cultural identity motivation denotes participation motivated by identification with 

artistic values, cultural identity, or support for the ideals of performing arts 

organizations. 

4. Emotion regulation motivation reflects participation aimed at relieving stress, 

relaxing, or escaping daily pressures, thereby seeking psychological comfort and 

emotional restoration. 

 

In summary, young audiences’ motivations for participating in arts and cultural activities 

reflect diverse psychological needs. Among Generation Z in particular, motivations related to 



 

 

social belonging, personal expression, and immediate emotional regulation are especially 

salient (Francis & Hoefel, 2018).  

 

The four motivational dimensions developed in this study may therefore be regarded as 

corresponding to the psychological needs underlying Generation Z’s participation 

motivations, providing a theoretical basis for the subsequent analysis of how social media 

characteristics relate to these four dimensions. 

 

Research Framework and Hypotheses 

 

This study investigates the effects of social media marketing characteristics on young 

audiences’ motivation to participate in arts and cultural activities. Social media marketing 

characteristics serve as the independent variable, whereas participation motivation serves as 

the dependent variable. Based on the literature and the research objectives, a two-stage 

analytical approach was adopted. The first stage examines the overall effect of social media 

marketing characteristics on young audiences’ participation motivation, as reflected in the 

following hypothesis: 

H1: Social media marketing characteristics have a positive effect on young 

audiences’ motivation to participate in arts and cultural activities.  

 

In the second stage, the relative effects of four specific dimensions of social media marketing 

characteristics—entertainment, interaction, trendiness, and word-of-mouth—were further 

assessed. The following hypotheses are proposed: 

H1a: The entertainment dimension of social media marketing has a positive effect on 

young audiences’ motivation to participate in arts and cultural activities. 

H1b: The interaction dimension of social media marketing has a positive effect on 

young audiences’ motivation to participate in arts and cultural activities. 

H1c: The trendiness dimension of social media marketing has a positive effect on 

young audiences’ motivation to participate in arts and cultural activities. 

H1d: The word-of-mouth dimension of social media marketing has a positive effect 

on young audiences’ motivation to participate in arts and cultural activities. 

 

Based on the above hypotheses, the research framework is presented in Figure 1. 

 

Figure 1 

Research Framework of the Second Stage 

 
 

 



 

 

Methods 

 

Instruments 

 

Drawing on the preceding literature and adapted to the context of the present study, the 

questionnaire comprised the following constructs. Social media marketing characteristics 

included four dimensions: entertainment (3 items), interaction (4 items), trendiness (4 items), 

and word-of-mouth (4 items). Young audiences’ motivation to participate in arts and cultural 

activities included four dimensions: exploration and learning (4 items), social belonging (4 

items), cultural identity (4 items), and emotion regulation (5 items). All items were measured 

using a five-point Likert scale. 

 

Participants and Data Collection 

 

This study targeted young adults in Taiwan aged 18 to 29. Data were collected through non-

probability convenience sampling. An online questionnaire was distributed via social media 

platforms to recruit eligible young audiences. The survey was conducted from April to May 

2026. After excluding 27 invalid or ineligible responses, 217 valid questionnaires were 

retained for analysis. Table 1 presents the demographic characteristics of the respondents. 

 

Table 1 

The Demographic Information of Participants (n = 217) 
 

Variable Category Frequency (N) Percentage (%) 

Biological Sex Male 82 37.8% 
 Female 132 60.8% 
 Prefer not to disclose 3 1.4% 

Age Group 18–23 years 72 33.2% 
 24–29 years 145 66.8% 

Education Senior high school or below 5 2.3% 
 Junior college or university 179 82.5% 
 Graduate school or above 33 15.2% 

Region of Residence Central Taiwan 101 46.5% 
 Northern Taiwan 59 27.2% 
 Southern Taiwan 52 24.0% 
 Eastern Taiwan 3 1.4% 
 Outlying islands 2 0.9% 

 

Data were analyzed using SPSS and AMOS. Structural equation modeling (SEM) was 

employed to test the proposed hypotheses and examine the relationships among the study 

variables. 

 

Results 

 

Measurement Model Assessment 

 

As shown in Table 2, all constructs demonstrated Cronbach’s α values above .70, indicating 

satisfactory internal consistency reliability. 

 



 

 

Table 2  

The Overview of the Construct Assessment 

Variable Items Mean SD Loading Cronbach’s α AVE 

Social media marketing 

characteristics 
     .684 

Entertainment (EN) 3 4.01 0.60 .699 .74  

Interaction (IN) 4 3.87 0.60 .662 .75  

Trendiness (TR) 4 4.07 0.57 .653 .75  

Word-of-mouth (WOM) 4 3.88 0.72 .727 .82  

Motivation to participate 

in arts activities 
     .675 

Exploration and learning (EL) 4 4.13 0.60 .681 .77  

Social belonging (SB) 4 3.87 0.62 .617 .70  

Cultural identity (CI) 4 4.09 0.57 .638 .73  

Emotion regulation (ER) 5 4.20 0.55 .686 .81  

 

The correlation results reported in Table 3 indicate that all study constructs were significantly 

and positively related (p < .01), suggesting meaningful associations among the variables and 

offering preliminary support for the proposed hypotheses.  

 

Table 3  

Pearson Correlation Matrix Among the Study Constructs 
 EN IN TR WOM EL SB CI ER 

EN 1        

IN .648** 1       

TR .607** .608** 1      

WOM .457** .497** .534** 1     

EL .481** .418** .636** .497** 1    

SB .450** .493** .455** .486** .487** 1   

CI .530** .440** .652** .482** .777** .489** 1  

ER .479** .316** .601** .459** .669** .426** .667** 1 

Note. *p < .05; **p < .01。 

 

Table 4 presents the results of the confirmatory factor analysis. Most item factor loadings 

were above 0.50. Although the GFI fell slightly below the recommended threshold, the 

RMSEA values met the suggested criterion. Taken together, these findings indicate that the 

measurement model achieved acceptable construct validity and overall model fit. 

 

Table 4 

Structural Model Fit Indices 

Index H1 H1a H1b H1c H1d 

CMIN/DF 1.802 1.811 1.725 2.052 1.818 

GFI 0.811 0.876 0.876 0.858 0.875 

RMSEA 0.061 0.061 0.058 0.070 0.062 



 

 

Figure 2 

Results of the Structural Model Analysis 

 
 

To test the hypotheses proposed in this study, structural equation modeling (SEM) was 

employed. In the first stage, the overall effect of social media marketing characteristics on 

young audiences’ motivation to participate in arts and cultural activities was examined. In the 

second stage, the relative effects of four specific social media marketing characteristics—

entertainment, interaction, trendiness, and word-of-mouth—were further analyzed. 

 

The results showed that social media marketing characteristics had a significant positive 

effect on young audiences’ motivation to participate in arts and cultural activities (β = .808, p 

< .001), thereby supporting H1. Further analyses indicated that entertainment, interaction, 

trendiness, and word-of-mouth each had significant positive effects on participation 

motivation. Accordingly, H1a through H1d were all supported. 

 

Among the four dimensions, trendiness exerted the strongest effect (β = .866), followed by 

entertainment (β = .689) and word-of-mouth (β = .644), whereas interaction showed a 

comparatively weaker effect (β = .561). The results of the hypothesis testing are summarized 

in Table 5. 

 

 

 

 

 

 

 



 

 

Table 5 

Structural Model Path Analysis Results 

Research Hypothesis Path β S.E. C.R. p-value Result 

H1 SM → PM .808 .139 7.057 < .001 Supported 

H1a EN → PM .689 .113 6.432 < .001 Supported 

H1b IN → PM .561 .098 5.668 < .001 Supported 

H1c TR → PM .866 .156 6.866 < .001 Supported 

H1d WOM → PM .644 .076 6.666 < .001 Supported 

Note. β = standardized path coefficient; S.E. = standard error; C.R. = critical ratio. All paths were statistically 

significant at p < .001. 

 

As reported in Table 5, all proposed hypotheses were supported, and each structural path was 

statistically significant. These findings indicate that overall social media marketing 

characteristics, as well as their individual dimensions, positively influence young audiences’ 

motivation to participate in arts and cultural activities. 

 

Discussion and Conclusion 

 

This study extends Kim and Ko’s (2012) framework of social media marketing characteristics 

to the performing arts context and examines its applicability to young audiences. The findings 

indicate that these characteristics are relevant not only to commercial brand settings but also 

to understanding how performing arts venues engage young audiences through social media. 

While prior research on arts audiences has primarily focused on cultural consumption, 

performance attendance experiences, and audience characteristics, the present study 

investigates young audiences’ motivation to participate in arts and cultural activities from a 

social media marketing perspective. In doing so, it contributes to the literature by addressing 

the limited attention given to audiences’ digital media experiences in previous arts audience 

research. 

 

The results further show that social media marketing characteristics exerted a significant 

positive effect on young audiences’ motivation to participate in arts and cultural activities. 

However, the strength of these effects varied across dimensions, suggesting that young 

audiences do not respond uniformly to social media content. Rather, their participation 

motivation is shaped by the specific characteristics of the content they encounter. This 

finding extends the application of social media marketing research to the context of 

performing arts audiences and highlights the importance of considering the differentiated 

effects of individual social media characteristics. 

 

Trendiness as the Most Influential Dimension 

 

Among the four dimensions, trendiness (TR) emerged as the strongest predictor of young 

audiences’ motivation to participate in arts and cultural activities. Compared with the other 

social media marketing characteristics, young audiences appeared to place greater value on 

novel information, emerging trends, and topical content disseminated through performing arts 

venues’ social media platforms. These attributes were associated with stronger motivation to 

participate in arts and cultural activities. 

 

 



 

 

This result is consistent with Kim and Ko’s (2012) conceptualization of trendiness as social 

media’s capacity to provide up-to-date information, reflect prevailing trends, and keep users 

informed about popular topics. For young people who are regularly exposed to social media, 

these platforms have become an important source of timely and relevant information. 

Accordingly, when performing arts venues use social media to communicate performance 

updates, promote forthcoming events, or connect artistic content with contemporary issues 

and popular topics, they may be more likely to capture young audiences’ attention and 

stimulate their interest in participation. 

 

The findings also align with Francis and Hoefel’s (2018) observations of Generation Z, 

whose members have grown up in a digital environment, are accustomed to processing large 

volumes of information, and tend to attend to timely and trend-related content. Although the 

present study examined young audiences aged 18 to 29 rather than Generation Z exclusively, 

the results similarly suggest that trend-oriented content is particularly effective in drawing 

young audiences’ attention to arts and cultural information. 

 

Overall, social media functions not only as an informational channel but also as a space 

through which young audiences engage with emerging trends and popular topics. Compared 

with content that merely communicates event details, content characterized by novelty, 

topical relevance, and timeliness may be more effective in attracting attention and 

strengthening young audiences’ motivation to participate in arts and cultural activities. 

 

The Relatively Weaker Effect of Interaction 

 

The findings also indicate that interaction (IN) had the weakest effect on young audiences’ 

motivation to participate in arts and cultural activities among the four social media marketing 

characteristics. Although the effect of interaction remained statistically significant, its 

influence was comparatively limited relative to the other dimensions. 

 

This finding is partially consistent with Kim and Ko’s conceptualization of interaction as 

social media’s capacity to facilitate two-way communication between brands and consumers. 

Such communication may enable users to share opinions, exchange information, and develop 

relationships with brands. However, the interaction dimension in the present study focused 

primarily on commenting, expressing opinions, and engaging in two-way communication. 

Because respondents evaluated these items based on their actual experiences with performing 

arts venues’ social media platforms, limited exposure to venue–audience interaction may 

have reduced their perceived level of interactivity. 

 

The results may further suggest that young audiences engage with arts and cultural content on 

social media primarily as information recipients rather than as active participants in 

commenting or direct communication with venues. Compared with opportunities for direct 

interaction, they may place greater emphasis on the informational value of content, its 

relevance to current trends, and recommendations from others. This pattern may explain the 

comparatively weaker influence of interaction on participation motivation. 

 

It is also noteworthy that the interaction model demonstrated comparatively stronger model 

fit, whereas its effect on participation motivation was the weakest among the four 

dimensions. By contrast, the trendiness model showed comparatively weaker model fit but 

yielded the strongest path coefficient. This pattern illustrates that model fit and path strength 

represent distinct aspects of model evaluation and do not necessarily correspond. A stronger-



 

 

fitting interaction model suggests that the specified model more closely represents the 

observed data; however, trendiness exerted a greater influence on young audiences’ 

motivation to participate in arts and cultural activities. In other words, young audiences may 

place greater importance on the informational value, novelty, and topical relevance of social 

media content than on opportunities for two-way communication with performing arts 

venues. Trend-related content may therefore serve as a more important driver of participation 

motivation than interactive content. 

 

Practical Implications 

 

The findings suggest that performing arts venues should prioritize trend-oriented and topical 

social media content when planning their communication strategies, as such content may 

enhance young audiences’ attention to arts and cultural information. Compared with simply 

increasing interactive functions, young audiences appear to be more responsive to timely 

information, popular topics, and the level of discussion surrounding content on social media. 

Entertainment and word-of-mouth also demonstrated significant effects. Performing arts 

venues may therefore enhance content appeal through short-form videos, behind-the-scenes 

materials, audience sharing, and user-generated content (UGC), thereby extending the reach 

and diffusion of their messages. 

 

Overall, social media is no longer merely a promotional tool for performances. It has become 

an important medium through which young audiences access arts and cultural information, 

develop motivation to participate, and establish connections with performing arts venues. 

 

Research Limitations and Suggestions for Future Research 

 

This study focused on young audiences of performing arts venues in central Taiwan. Accordingly, 

the findings may have been influenced by the characteristics of the research setting and sample, 

and should be generalized to other types of arts and cultural organizations with caution. In 

addition, because the study relied on a questionnaire survey, it was limited in its ability to explore 

in depth the reasons underlying respondents’ specific perceptions and behavioral tendencies. 

 

The research model was also examined using a two-stage analytical approach; therefore, it did not 

further compare the differential effects of individual social media marketing characteristics on 

specific dimensions of participation motivation. Future research may expand the research settings 

and sources of participants, incorporate variables such as audience involvement and prior 

performance attendance experience, and employ qualitative methods, including in-depth 

interviews and focus groups. Such approaches may provide a more comprehensive understanding 

of young audiences’ decision-making processes regarding arts and cultural participation and the 

mechanisms through which social media influences these processes. 
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